
10/22/2018

1

BUILDING ON SUCCESS 2018

Marketing With SUCCESS
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“Half the money I spend on 
advertising is wasted; the trouble 
is, I don't know which half.”

John Wanamaker - 1838–1922
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UTAH’S TOURISM INDUSTRY

BUILDING ON SUCCESS 2018

$9.2 BILLION

$1.3 BILLION

$731 MILLION $610 MILLION

RESULTING IN

IN TAX REVENUES

(APPROX. $1,200 TAX RELIEF PER UTAH HOUSEHOLD)

STATE TAX REVENUE LOCAL TAX REVENUE

IN 2017, TRAVELERS SPENT

Source: U.S Travel Association, 

Kem C. Gardner Policy Institute, 

Utah Office of Tourism
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OUR MISSION

Increase tax revenues generated by 
tourists while providing a high-quality 
experience for visitors and locals. 

BUILDING ON SUCCESS 2018



10/22/2018

4

BUILDING ON SUCCESS 2018

UTAH OFFICE OF TOURISM

• Domestic and international marketing and promotional programs

• Television

• Digital ads

• Public relations campaigns

• Travel trade development

• Cooperative marketing 

• Destination development

• Social media 

BUILDING ON SUCCESS 2018

UOT MEASUREMENT GOAL

Become the most measured state 
tourism destination marketing 
organization in the country 
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OUR OBJECTIVE

To bring data and analytics to our 
operational and strategic decision-making.

BUILDING ON SUCCESS 2018

CHALLENGES

We don’t own the transaction.

No one makes a travel decision simply by seeing a 
banner ad, billboard or TV spot. 
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STRATEGY

Wherever possible, measure outcomes. 
When this isn’t possible measure the 
next best thing: engagement.

BUILDING ON SUCCESS 2018

UOT + SUCCESS
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How do we track a diverse set of operational efforts?

How do we track outcomes instead of activity?

How can we make sure this system isn’t easily “gamed”?

UOT SUCCESS MEASURE

BUILDING ON SUCCESS 2018

UOT SUCCESS MEASURE

Increase visitutah.com visitation
Measurement goals are already in place
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UOT SUCCESS MEASURE

Threshold goals for out-of-state:
3 or more pages per session
4+ minutes session duration

BUILDING ON SUCCESS 2018

UOT SUCCESS MEASURE
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OUR OVERALL DATA STRATEGY

BUILDING ON SUCCESS 2018

Find your North Star and orient your 
measurement strategy around it.

NORTH STAR
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Uses first-party data from 
hotels and airlines to track 
travel bookings to Utah.

Uses phone location data 
to observe movement of 
devices (and the people 
who own them) to Utah. 

NORTH STAR – KEY TOOLS

BUILDING ON SUCCESS 2018

NORTH STAR – LEADING + CONFIRMATORY INDICATORS

What is the greatest predictor of 
bookings and arrivals?
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Sees ad (no click) Later visits website

NORTH STAR – LEADING + CONFIRMATORY INDICATORS

Post-impression AKA view-through activity

Travel confirmed

BUILDING ON SUCCESS 2018

NORTH STAR – DEPARTURE FROM INDUSTRY NORMS

Click-through rate had no correlation 
with our observed outcomes.
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Clarity in decision making

Better communication with our agency + vendors

Facilitates tracking and reporting

Opens doors to new analysis & opportunities for improvement

NORTH STAR – THE VALUE OF A SINGLE KPI
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NORTH STAR – THE VALUE OF A SINGLE KPI

Snow in Boston leads to ski 
bookings in Utah.
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Be deliberate in choosing your KPIs 

KPI Should identify where your strategic decisions are wrong

Set Focus on outcomes over activities

Don’t be afraid of hard-to-measure things

NORTH STAR – TAKEAWAYS

BUILDING ON SUCCESS 2018

BASE HITS

Focus on small wins to build momentum, 
instead of a single home run.
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Simple scripts with manual steps to test, refine and improve

First on digital marketing analytics, next on industry data sets

Built lots of working prototypes before investing more 

BASE HITS – AUTOMATING UOT’S DATA COLLECTION
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BASE HITS – AUTOMATING UOT’S DATA COLLECTION

Centralized cloud storage

Automated data collection and processing

Predictive capabilities for campaign planning + optimization

Additional correlation analyses

Next Steps
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BASE HITS – TAKEAWAYS

Minimize cost & risk through small, smart investments

Start with your highest-value business questions

Increment—go deeper on one problem—then go wider

Critical to train your team 

BUILDING ON SUCCESS 2018

DATA AT THE TABLE

Give data a seat at the table.
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Are there differences in travel planning behavior between markets 

or market segments?

Can we test campaigns early to minimize the risk of failure? 

DATA AT THE TABLE – MEASURES BEYOND DIGITAL MARKETING

Creative

Where are we not investing budget, but should?

How does our media planning better align with media planning?

Media Planning

BUILDING ON SUCCESS 2018

LOS ANGELES:

< 14 days: 45.1%
15- 30 days: 26%
31 – 180 days: 29%

NEW YORK:

< 14 days: 35%
15- 30 days: 25%
31 – 180 days: 39%

DATA AT THE TABLE – DESTINATION SKIERS & POWDER CHASERS
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DATA AT THE TABLE – DESTINATION SKIERS & POWDER CHASERS

IMMEDIACY RELIABILITY

BUILDING ON SUCCESS 2018

DATA AT THE TABLE – UVU NEUROMARKETING

POWER

EASE OF USE
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BUILDING ON SUCCESS 2018

Very little scenery 
being noticed. 

Viewers focused on 
interactions of the 

models with each other 
and the environment.

Some subjects recognized 
the brand of backpack and 

were attracted to it. 

DATA AT THE TABLE – HEAT MAP DEAD HORSE POINT
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Logo receiving good 
attention. Consider 
running this logo at 
the beginning and 

enlarging 
“visitutah.com.” 

DATA AT THE TABLE – HEAT MAP UTAH LOGO
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DATA AT THE TABLE – TAKEAWAYS

Are you using the right data to guide decisions?

Is data shared to the people who need it most?

Does your system allow you to ask exploratory questions of 

your data?



10/22/2018

20

BUILDING ON SUCCESS 2018

SUPERHUMAN STAFF

Make your staff superhuman

BUILDING ON SUCCESS 2018

*Actual UOT staff member

SUPERHUMAN STAFF
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Which pages are performing poorly? 

SUPERHUMAN STAFF – VISUALIZATION TO FACILITATE DECISIONS

BUILDING ON SUCCESS 2018

SUPERHUMAN STAFF – VISUALIZATION TO FACILITATE DECISIONS
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SUPERHUMAN STAFF – VISUALIZATION TO FACILITATE DECISIONS
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SUPERHUMAN STAFF – VISUALIZATION TO FACILITATE DECISIONS
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SUPERHUMAN STAFF – VISUALIZATION TO FACILITATE DECISIONS

BUILDING ON SUCCESS 2018

DASHBOARDS

Self-service dashboards that 
answer specific questions democratize 
knowledge and free analysts’ time.
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“Rachel:

In Grand County, what is the total Transient Room Tax and 

Restaurant Tax for 2017 vs 2018 year to date?

Which months bring in the most of each tax? Does this correlate 

with monthly visits to Arches and Canyonlands National Parks?”

DASHBOARDS – ANSWER QUESTIONS

BUILDING ON SUCCESS 2018

DASHBOARDS – BEFORE
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DASHBOARDS – USE MACHINE READABLE DATA

BUILDING ON SUCCESS 2018

DASHBOARDS – GOOGLE UNTIL IT’S DONE
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BUILDING ON SUCCESS 2018

DASHBOARDS – AFTER



10/22/2018

27

BUILDING ON SUCCESS 2018

Measure correlations proactively vs reactively

Relationship between daylight in U.K. and British travel to Utah?

Survey and interview research with actual visitors

BEYOND DASHBOARDS– EXPANDING INTERNAL QUESTIONS

Research

Data Digest webinars and presentations to evangelize unique insights

Make our Partners Superhuman

Empowering Relationships

BUILDING ON SUCCESS 2018

Where could KPIs show a misalignment with business strategy?

Where are business goals not being met?

What decisions are made regularly?

What outliers help to tell a story about what you aren’t 

considering in your strategy?

SUPERHUMAN STAFF – TAKEAWAYS
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MAXIMS FOR YOUR DATA STRATEGY

MOU5
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Photo: Lengyel Márk

MAXIMS FOR YOUR DATA STRATEGY

Organized data is a valuable asset.
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MOU5 This needs a different placeholder photo
Microsoft Office User, 9/20/2018
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MAXIMS FOR YOUR DATA STRATEGY

Automation changes the scale of 
what you can accomplish.

BUILDING ON SUCCESS 2018

MAXIMS FOR YOUR DATA STRATEGY

Overview dashboards are 
(mostly) useless.
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Cultivate and reward curiosity in 
your staff—equip them with tools 
to discover.

MAXIMS FOR YOUR DATA STRATEGY

MOU3
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jkinghorn@utah.gov

rachelstone@utah.gov

Thank You
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MOU3 This needs a graphic to match the headline.
Microsoft Office User, 9/20/2018


